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Marketing channels are constantly changing and companies’ focus is switching from traditional 
media into social media. Social media gives companies the chance to communicate with their 
customers even more profoundly and therefore the importance of strong brands becomes 
greater. This thesis is a case study assigned by EasySoda Finland Oy, a Finnish company 
producing innovative bottle caps. 
By the time of writing the company is undergoing a major brand renovation. The aim of the 
thesis is to to look into how a company can grow its brand equity through social media 
marketing. Hence, the different ways of social media marketing the case company should use 
are analyzed. 
Primary data was collected from an interview with the chief operating officer, COO, of EasySoda 
Finland Oy, Kimmo Rannisto. The interview concentrated mainly on the company’s re-branding 
process and the channels in social media marketing the company is planning to use. Secondary 
data was gathered from various academic journals, books and studies. The case company’s 
brand equity building actions in social media marketing are examined through multiple different 
models in order to help the company clarify their social media marketing plan. 
The thesis concludes that in order to reach out to the right target groups with social media 
marketing and in order to build a greater brand equity, the company should concentrate on 
multiple social media platforms. A clear divide between older and younger people’s social media 
usage should be noted, and thus, customize the contents on each social media network. 
Additionally, in order to achieve greater brand equity, the importance of activating customers to 
interact with the company is highlighted. 
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Markkinointikanavat ovat jatkuvassa muutoksessa ja yritykset kohdistavat yhä enemmän 
huomionsa perinteisestä mediasta sosiaaliseen mediaan markkinoinnin keinona. Sosiaalinen 
media antaa yrityksille mahdollisuuden kommunikoida asiakkaidensa ja sidosryhmiensä kanssa 
yhä perusteellisemmin ja täten, vahvojen brändien merkitys kasvaa. Tämä opinnäytetyö on 
case-tutkimus ja sen toimeksiantajana on EasySoda Finland Oy. EasySoda Finland Oy on 
suomalainen pienyritys, joka tuottaa innovatiivisia pullonkorkkeja ja pyrkii kansainvälisille 
markkinoille.   
Opinnäytetyön kirjoituksen aikana case-yritys käy läpi merkittävää brändin uudistamista. Työn 
tarkoituksena on selvittää, miten yritys voi rakentaa brändipääomansa sosiaalisen median 
markkinoinnin avulla. Siksi eri keinoja sosiaalisen median markkinoinnin käyttöön esitellään 
tarkasti, jotta saadaan luotua mahdollisimman laajat ohjeet, joita case-yrityksen tulisi käyttää 
markkinoinnissaan.     
Ensisijainen data kerättiin haastattelulla Easy Soda Finland Oy:n operatiivisen johtajan, Kimmo 
Ranniston, kanssa. Haastattelu keskittyi yrityksen uudelleen brändäysprosessiin ja 
markkinointikaavoihin, joita yritys on harkinnut käyttää sosiallisen median markkinoinnissaan. 
Toissijainen data kerättiin laajasta määrästä tieteellisiä julkaisuja, kirjoja ja tutkimuksia. Case-
yrityksen toimenpiteitä brändipääoman kasvattamisessa sosiaalisen median markkinoinnin 
avulla tarkastellaan useiden mallien avulla. 
Opinnäytetyön lopputuloksena on, että case-yrityksen tulee keskittyä moneen sosiallisen 
median alustaan ja markkinointikanavaan, jotta se saavuttaa oikean kohderyhmänsä ja pystyy 
rakentamaan brändipääomaansa. Selvä ikäjakauma nuorten ja vanhempien sosiaalisen median 
käytön suhteen tulee ottaa huomioon ja täten kustomoida markkinoinnin sisältöä jokaisella 
sosiaalisen median alustalla. Asiakkaan ja yrityksen vuorovaikutukseen merkitys korostuu, jotta 
yritys voi rakentaa onnistuneesti suuremman brändipääoman. 
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1 INTRODUCTION 
Social media has gained massive popularity worldwide only in the past several years 
(Anitsal et al. 2013, 43), and it has already rapidly changed the means of 
communication and impacted the means of marketing (Hutter et al. 2013, 342). 
Chanthinok et al. (2015, 35) define social media is an online community built on 
Internet technology that works as an interaction platform between the company and the 
customer. According to Mangold and Faulds (2009, 357) communication about 
products, services and companies has been made possible by the emergence of 
Internet-based social media. They add that the effect of consumer-to-consumer 
communications has significantly increased in the market place, that is, social media. 
Kozinets et al. (2008, 351) state that the transformation created by the rise of social 
media has also changed the patterns of marketing, since the customers are no longer 
only passive participants but rather active creators and influencers. As a part of the 
company’s social media marketing, companies must create useful and tempting 
content, demonstrate dynamic actions that make each customer want to follow the 
page, rapidly response to all requests, and listen to what people must say (Gamboa 
and Gonçalves 2014, 712). 
Social media includes an extensive variety of online, word-of-mouth forums. They have 
converted into a major feature in influencing several characteristics of consumer 
behavior including awareness, purchase behavior, information acquisition, attitudes, 
opinions, and post-purchase communication and evaluation. However, the common 
business media and academic literature offers marketing executives very little 
assistance for incorporating social media into their marketing communication 
strategies. (Anitsal et al. 2013, 42.) According to Hoffman and Fodor (2010, 42-43) 
some managers still debate about the outcome and effectiveness of social media. The 
development of meaningful relationships with customers is the core of social media 
marketing and regarding that, the results are often seen in a long-term outlook. Social 
media marketing also often faces difficulties in measuring the added value of the efforts 
and that may also be a reason that has kept some marketing executives skeptical. 
(Hutter et al. 2013, 343.) However, the risk of being absent in such an influential 
communication channel, despite the risks and doubts, is something brands cannot take 
and thus, companies are investing into their social media in increasing amounts (Divol 
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et al. 2012, 75). Hence, the topic of social media marketing stays current and the 
success of marketing through social media may be of key importance to companies. 
According to Zahoor and Qureshi (2017, 48) social media has a significant role in 
developing brand equity and brand awareness. Keller (2003, 34-35) defines that a 
brand is an intangible asset but at the same time an essential factor of how a company 
is characterized. He adds that brands classify the producer and the origin of the 
product, therefore forming an opinion about the quality of the product and allows 
consumers to appoint responsibility to a certain manufacturer. With the help of brands, 
consumers are able to recognize and select products, which they see as better options 
in comparison to the others. Traditional brand equity building methods rely on the 
traditional integrated marketing communications structure. Developments in the 
Internet have offered new communications processes and have changed the location 
of message control from the advertiser to the user. While the changes have been 
radical, marketers can redeem control of the communication process and brand equity 
building by using social media marketing strategically and cleverly. (Maddox et al 2016, 
17.) 
According to Woods (2000, 662,667) in consumer marketing the differentiation 
between competitive offerings is often accomplished through branding. Thus, a strong 
brand and brand image may be critical for the success of a company. Brand equity has 
highlighted the major importance of the company possessing a long-term focus within 
brand management. It has been widely suggested that brand management should be 
holistic and strategic and the marketing mix should support the brand image. Decisions 
being made to positioning of a brand should be strategic ones, rather than just the 
outcome from a tactical marketing decision. Davis (1995, 82) states that the 
perspective in brand management should be long term and that the brands should be 
managed more like company’s assets, which would be in a successful management 
style start to increase value over time. 
Brand building and the importance of social media marketing have received a 
substantial amount of attention in the literature. The recent studies in marketing focus 
on utilizing social media in brand equity building. However, the research acknowledges 
a gap between the measures of how companies should exploit social media to achieve 
greater brand equity. (Zailskaite-Jakste and Kuvykaite 2013, 142). Brand building 
through social media should be addressed more thoroughly and the advantages of 
successful social media marketing should be highlighted in terms of brand building. 
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According to Hutter (2013, 348) many brand managers are active on social media in 
order to gather information about their customers and their attitude towards the brand. 
Those reasons are indeed relevant but the depth of possible advantages that social 
media marketing could provide for the brand equity are undermined. Managers should 
consider social media as a viable tool for marketing and how it can lead to positive 
results in brand building. 
The author’s personal interest toward the subject has developed from several courses 
the author has completed on digital marketing and branding. The interest for the case 
company, EasySoda Finland Oy, arouse when the author read multiple articles about a 
new inventive company that is planning on entering the global market with their 
innovative product line. EasySoda Finland Oy is a Finnish company manufacturing 
innovative bottle caps that turn water into soda. The author sees the challenging brand 
building process EasySoda Finland is going through as a strong motivator for the study 
and wants to understand what type of challenges a company that tries to build a strong 
brand through social media marketing for an innovation product deals with.  
EasySoda Finland Oy entered into the Finnish market in 2017. In December 2017, the 
company is negotiating about entering into 60 new countries. The demand of the 
markets surprised EasySoda Finland Oy and it has been having problems increasing 
the capacity in order to meet the demand. From early on, EasySoda Finland Oy has 
gained distinctive customer awareness through media coverage on their innovative 
products. To succeed globally, the company has decided to create a new product for 
the global market under a new brand. EasySoda Finland Oy has not marketed their 
products so far and thus, it will benefit from a thorough analysis on the means of 
utilizing social media marketing in their brand equity building process.  
The company is planning on running an extensive social media marketing campaign in 
2018 to promote the new brand. However, the current state of the case company’s 
brand is quite modest. They have been in the market since spring 2017 and, as 
mentioned above, have not so far marketed their products. The main channels to find 
information about the company and the products are the company’s website and the 
company’s Facebook-page. Marketing through social media should be used by 
EasySoda, since social media is a great balancer. Large brands can be overcome 
without making huge investments, and smaller brands are able to make strong names 
for themselves. (Zarrella 2009, 7.) 
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 According to the COO of the company, Kimmo Rannisto, the company is the first 
Finnish company that has come up with a completely new innovation to the food and 
beverage industry that has a chance to become a global phenomenon. 
In the near future, the company is facing the challenge of building a strong brand. For 
this, the company needs to market their products effectively and gain awareness by 
customers. The company plans to achieve this by targeting their marketing for the right 
target groups and through the proper media channels. The marketing channel the 
company is using will nearly solely be social media. As the market for EasySoda is 
highly competitive, it is crucial for them to have a solid social media marketing plan in 
order to be successful and thus build the company’s brand equity to fullest. This thesis 
thoroughly explains the theories of brand equity building and gives point-of-views and 
suggestions for EasySoda on how to execute social media marketing. 
The purpose of this thesis is to study how a Finnish SME called EasySoda Finland Oy 
could utilize social media marketing as a marketing tool in building a strong brand 
equity. This thesis concentrates on the correlation between social media marketing and 
brand equity building. By understanding the significance of building a strong brand 
equity in order for a company to be successful, it is essential to further distinguish the 
best possible way to reach this goal. Formulating the objective and affirming the 
research questions is important in order to determine the most effective social media 
marketing methods in brand building.  
The aim of this study is to answer the following research question: 
– How can EasySoda Finland Oy build a strong brand equity through solely social 
media marketing? 
The sub-objectives are:  
– Which social media marketing channels EasySoda Finland Oy should utilize in 
order to build greater brand equity?  
– Which actions should EasySoda Finland Oy take in social media to reach 
greater brand equity? 
The former is analyzed through Aaker’s brand equity model (1991) since it is the most 
known branding model, and the latter is analyzed through various researches on the 
topic, such as Haydon’s marketing funnel (2014) and ladder of engagement model 
(2014). 
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Chapter 2 explains the definitions of a brand and it is continued with an overview of 
Aaker’s brand equity model and the brand building process. In chapter 3, social media 
marketing as a subject is introduced. In chapter 4, the study concentrates on a 
company analysis, which is a qualitative research on EasySoda Finland Oy. The 
research was conducted as an interview. Key findings of the study are presented in 
chapter 5 and finally, a conclusion of the study together with suggestions for future 
research are presented in chapter 6. 
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2 BRAND EQUITY 
When looking into the history of brands, there are as many definitions for it as there are 
specialists whom have defined the concept of a brand with their own explanation or 
distinction to the definition. The following chapter provides an overview of the brand 
equity model by Aaker (1991) and explains in detail the four main elements comprising 
the model. 
2.1 Brand equity model 
According to Kotler and Armstrong (2010, 255) a brand is a name, term, sign, symbol, 
design, or a combination of all of the previous that is meant to differentiate and identify 
goods and services. Aaker (1991) has characterized brand as an unique name, logo, 
trademark or package design envisioned to identify the goods or services of either one 
seller or a group of sellers, and to distinguish those goods or services from those of 
competitors. 
Brand equity has occurred as one of the key notions in marketing during the previous 
decades (Correia Loureiro et al. 2014, 2). Brand equity is a set of brand liabilities and 
assets related to a brand that contains brand loyalty, brand awareness, perceived 
quality and associations. The core of brand’s equity is often the brand loyalty of the 
customer base. Building awareness is considerable easier over a longer time period 
since learning is more effective with repetition and reinforcement. The customer’s 
perception of the overall quality or superiority of a product service with respect to its 
intended purpose, relative to the alternatives is known as perceived quality. (Panchal et 
al. 2012, 81.) 
According to Aaker (1996, 7-8), brand equity is an assortment of assets and liabilities 
related to a brand’s name and symbol that increases to, or withdraws from, the worth 
provided by a product or service to a firm and to that firm’s customers. The major 
elements are: 
• Brand loyalty 
• Brand awareness 
• Perceived quality 
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• Brand associations 
Various features of them have to be elaborated. Primary, brand equity is an assortment 
of assets. Therefore, the management of brand equity needs to contain investment to 
build and improve these assets. The components and measures of brand equity have 
been investigated for a long time as separate constructs and the success of a brand. 
Aaker introduced the brand equity framework and his framework included and 
combined the most well-known components (i.e. loyalty, awareness, quality and 
associations) and thus, the majority of researchers have followed his model with some 
level of modifications depending on the context. (Tasci 2018, 143.) Therefore, the 
model has preserved as a relevant base for brand equity researches. 
Figure 1 introduces the four main elements of brand equity and demonstrates their 
production of value. 
 
 
Figure 1. Aaker’s brand equity model (Aaker 1991, 169). 
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As seen in Figure 1, Aaker’s model consists of four main assets of branding. These 
include brand loyalty, brand awareness, perceived quality and brand associations. 
These assets are the factors that create brand equity. Aaker’s model indicates that 
brand equity provides value to the customer, as well as to the firm. The model implies 
that it is important to be precise as how value can be created in order to manage brand 
equity efficiently and to make up-to-date choices about brand-building actions. (Aaker 
1992, 30.) EasySoda Finland Oy has already gained brand awareness through several 
coverages of media worldwide, which is seen as a benefit in gaining brand equity. 
However, the company aims to develop the other three main assets of branding by 
launching the new global brand. Furthermore, every brand equity asset generates 
value in a variability of very different ways. These different possibilities of creating 
value are listed in the figure, such as brand loyalty reduces marketing costs and 
attracts new customers. In order to manage brand equity effectively and to make 
informed decisions about brand-building activities, it is important to be sensitive to the 
ways in which strong brands create value. (Aaker 1996, 8.) 
2.2 Brand loyalty 
From the former experiences with the product, consumers recognize which brands 
fulfill their needs and which do not. Thus, brands simplify the decision between 
products and allow customers to make informed purchase choices. If consumers 
recognize the brand and know about quality and characteristics of its product, the 
decision does not require that much of additional thought, processing of information 
and looking around for options. As long as consumers gain satisfaction from the 
product and benefit from purchasing a certain brand, they are likely to continue buying 
it. (Keller 2003, 34-35.)  
A focus on loyalty segmentation provides strategic and tactical insights that will assist 
in building strong brands (Aaker 1996, 22). New approaches in loyalty programs try to 
activate membership by rewarding not just financial transactions but also customer 
engagement on loyalty intentions and behavior by applying a social media context 
(Rehnen et al. 2015, 305). Aaker (1996, 22) divides markets into the following groups:  
• noncustomers (those who buy competitor brands or are not product class 
users), 
• price switchers (those who are price-sensitive), 
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• the passively loyal (those who buy out of habit rather than reason), 
• fence sitters (those who are indifferent between two brands), 
• and the committed. 
According to Rehnen et al. (2015, 305), recent business reports display that loyalty 
program success is unreliable and companies are incapable to retain the programs’ 
members. The challenge is to improve the brand’s loyalty profile: to increase the 
number of customers who are not price switchers, to strengthen the fence sitters’ and 
committed’s ties to the brand, and to increase the number who would pay more (or 
endure some inconvenience) to use the brand or service.  
Two segments in which firms often underinvest are the passively loyals and the 
committed customers. The passively loyal customer is often neglected or taken for 
granted. Active management of this segment does not really involve identity brand-
building. Rather, it requires efforts to avoid distribution gaps or out-of-stocks that might 
precipitate a decision to switch brands. It also means having the sizes, colors or flavors 
that might be desired, even though providing a wide line may seem economically 
unattractive. The appropriate analysis of line breadth needs to include the impact upon 
the habitual behavior of the passively loyal segment. At the other extreme are the 
committed or highly loyal customers. Firms also tend to take this group for granted. Yet 
there may be a significant potential to increase business from the very loyal. Further, 
there is a risk that loyal customers can be enticed away by a competitor if the 
performance of the product or service is not improved. For these reasons, firms should 
avoid diverting resources from the loyal core to the non-customers and price switchers. 
(Aaker 1996, 22-23.) 
One approach to enhancing the loyalty of fence sitters and the committed is to develop 
or strengthen their relationship with the brand. Brand awareness, perceived quality, 
and an effective, clear brand identity can contribute to this goal. Increasingly, however, 
programs that can build loyalty more directly are becoming important and even critical 
in many product classes. Included among these are frequent buyer programs and 
customer clubs. (Aaker 1996, 23.) Fundamentally, brands exist at the moment where 
there is perceived risk. The brand ceases any advantage when the risk perceived by 
the consumer disappears. It is merely a label on the product, and it is no longer a 
reference mark, a guide or source of added value. The perceived risk is larger once the 
unit price is higher or the consequences of a bad choice are more severe. Therefore 
the purchase of long-term goods is a lasting commitment. Additionally, because 
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humans are social beings, people tend to judge themselves on certain choices that 
people make and this explains why a great part of individuals’ social identity is made 
around the logos and the brands people wear. (Kapferer 1997, 26-27.) The market 
where EasySoda Finland Oy operates is highly competitive and among the other 
factors formatting the brand, brand loyalty is an important aspect. Thus, EasySoda 
Finland Oy should quite actively target the fence sitters and passively loyal customers 
to gain a larger customer base and increase the brand loyalty among these segments. 
Furthermore, since the product of the company is executed in a different manner than 
the competitors, also the price-switchers should be paid attention to and lured to be 
loyal to the brand of EasySoda Finland Oy.   
2.3 Brand awareness 
Brand’s presence in the consumer’s mind is called brand awareness, which can 
indicate the strength of a brand. If consumer’s mind’s were filled with mental 
advertisements, each one portraying a single brand, the brand’s awareness would be 
reflected in the extent of it’s advertisement. Awareness is measured according to the 
different ways in which consumers remember a brand. (Aaker 1996, 10.) Brand 
recognition and brand recall together formulate brand awareness. Brand recognition 
relates to customers’ capability to confirm previous exposure to the brand when given 
the brand as an indication. Thus, brand recognition obliges that customers accurately 
recognize the brand as having been seen or heard formerly. (Deog Ki and Minjung 
2016, 19.) 
Recognition of a brand implicates familiarity gained from previous exposure. 
Recognition does not essentially include recalling where the brand was confronted 
before, why it is different from other brands, or even what the brand’s product class is. 
It is merely recognizing the brand and knowing that there has been a past contact to 
the brand. (Aaker 1996, 10.) The most common way of measuring brand awareness is 
brand recall (Esch et al. 2006, 99). 
The same authors continue in claiming that brand awareness is important, but an 
imperfect indicator of success. A strong brand image will only be generated and 
preserved if it reveals the reality of all of the customer’s emotions. Brand satisfaction 
and brand trust lead directly to brand devotion, which is what companies are looking 
for. (Esch et al. 2006, 99.) Previous researches in psychology have presented that 
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more positive feelings toward nearly anything, whether it be music, people, words or 
brands are made by recognition alone. Studies have determined that, even with 
nonsense words, consumers instinctly prefer an item they have previously seen to one 
that is new to them. Thus, when a choice of a brand is made, no matter what the 
product class is, the recognizable brand will have an advantage. (Aaker 1996, 11.) 
Brand awareness is usually reckoned by tracking studies and surveys. However, in the 
Internet, companies have several ways to track brand awareness. Each time a person 
uses an application by the company, an increase of exposure to the company’s brand 
is gained. (Hoffman and Fodor 2010, 45-46.) Moreover, brand awareness relates to 
consumer’s capability to recognize or remember the brand. Brand awareness building 
obliges frequently exposing consumers to the brand as well as connecting the brand in 
consumer memory to its product category and to purchase, usage and consumption 
situations. (Tuominen 1999, 76.) Getting consumers to recognize and recall a 
company’s brand thus can considerably enhance brand equity. However, simple recall, 
recognition, and familiarity are only part of the awareness challenge. The strongest 
brands are managed not for general awareness, but for strategic awareness. It is one 
thing to be remembered by consumers and quite another thing to be remembered for 
the right reasons. (Aaker 1996, 16.) 
2.4 Perceived quality and brand associations 
In creating brand equity, one of the key characteristics is brand knowledge. It can be 
seen as the combination of brand associations and of a brand node in memory. Brand 
image consists of associations and perceptions a consumer has towards the brand. 
(Tuominen 1999, 76.) 
Since consumers are confronted every day by more and more marketing 
communication, the task of creating recall and recognition is significant (Aaker 1996, 
16). Advertising content can take many forms, and the applied forms are context 
dependent. They change over time, and vary across cultures, but what they all have in 
common is that they intend to benefit the brand. (Eisend 2016, 354.) Two factors are 
probable to be progressively important as companies battle with the challenge of 
communication overflow. First, given the resources required to create healthy 
awareness levels, a broad sales base is usually an enormous asset. It is expensive 
and often impossible to support brands with relatively small unit sales and a life 
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measured in years instead of decades. Second, in the next years, the firms that 
become skilled at operating outside the traditional media channels will be the most 
successful in building brand awareness. (Aaker 1996, 16.) Advertising is not just 
communication related to brands. It is communication that benefits and supports 
brands. (Eisend 2016, 354.) 
Brand equity is supported in great part by the associations that consumers make with a 
brand. These associations might include product attributes, a celebrity spokesperson, 
or a particular symbol. Brand associations are driven by the brand identity, what the 
organization wants the brand to for in the customer’s mind. (Aaker 1996, 25.) 
EasySoda Finland Oy is planning on using vloggers to gain brand awareness and 
associations of the brand. The brand identity aimed for is a fun and innovative product, 
where the key of being successful is in the differentiation from the competitors. 
According to Aaker (1996, 25) a key to building strong brands, then, is to develop and 
implement a brand identity. Web-based communication allows companies to 
communicate who they are and who they want to be seen as (Blumrodt and Huang-
Horowitz 2017, 31.) 
2.5 Brand identity 
Aaker’s brand equity model does not include brand identity as a part of brand equity 
building but it is highly used in many brand building processes when a brand is defined. 
It is central to a brand’s strategic vision and the driver of one of the four principal 
dimensions of brand equity: associations, which are the heart and soul of the brand. 
(Aaker 1996, 68.)  Therefore, to fully understand EasySoda Finland’s brand equity 
building actions it is essential to include brand identity as one of the brand equity 
building factors. 
Conversation of brand identity frequently imposes a discussion about brand image, as 
the two theories are closely connected to one another (Blumrodt and Huang-Horowitz 
2017, 31). An individual's identity serves to provide direction, purpose, and meaning for 
that person. These factors can be determined with simple questions: What are my core 
values? What do I stand for? How do I want to be perceived? What personality traits do 
I want to project? What are the important relationships in my life? A brand identity 
similarly provides direction, purpose and meaning for the brand.  
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There are several definitions of brand identity. According to Aaker (1996, 68-69), it can 
be defined as a distinctive mixture of brand associations that the brand planner aims to 
generate or sustain. These associations signify what the brand represents and indicate 
a promise to customers from the company. Brand identity should assist forming a 
connection between the brand and the customer by creating a value proposition 
involving functional, emotional or self-expressive benefits. Brand identity comprises of 
twelve dimensions organized around four perspectives: 
• the brand-as-product (product scope, product attributes, quality, value, uses, 
users, country of origin),  
• brand-as-organization (organizational attributes, local versus global),  
• brand-as-person (brand personality, brand–customer relationships), 
• brand-as-symbol (visual imagery/metaphors and brand heritage). 
Brand identity contains a base and extensive identity. The core identity, the central, 
timeless essence of the brand, is most likely to remain constant as the brand travels to 
new markets and products. The extensive identity includes brand identity elements, 
organized into cohesive and meaningful groupings, that provide texture and 
completeness.  EasySoda Finland Oy aims to achieve the brand identity around the 
brand-as-product perspective. The goal of the company concerning brand identity is to 
focus on the attributes of the products as well the value it brings to its users by being 
innovative and ecological.  
As mentioned above, brands do not occur in all markets. Fundamentally, brands exist 
at the moment there is perceived risk. The brand ceases any advantage when the risk 
perceived by the consumer disappears. It is merely a label on the product, and it is no 
longer a reference mark, a guide or source of added value. The perceived risk is larger 
once the unit price is higher or the consequences of a bad choice are more severe. 
Therefore the purchase of long-term goods is a lasting commitment. Additionally, as 
humans are social beings, people tend to judge themselves on certain choices that 
people make and this explains why a great part of individuals’ social identity is made 
around the logos and the brands people wear. (Kapferer 1997, 26-27.) The developing 
communication format has thus altered consumers from being unresponsive 
participants in marketing to being operational initiators and influencers, mainly on social 
media (Kozinets et al 2018, 350). This has transferred authority over brands directly to 
the consumer (Constantinides and Fountain 2008, 239). 
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3 SOCIAL MEDIA MARKETING 
As Brennan and Croft (2012, 102) state it, social media marketing is a marketing 
method that all brands should be adding into their marketing mix. One of the key 
factors of social media marketing from a company’s point of view is to make sure they 
are communicating in the same channels that their potential customers are spending 
time. This chapter presents the notions of social media marketing. It introduces three 
different methods of how to reach the company’s target customers via social media 
marketing. 
3.1 Channels of social media marketing 
Companies have to be active in several channels in order to be successful in social 
media marketing. Choosing the right channels for different purposes depends highly on 
the target group that is aimed to be reached as well as the message to be 
communicated. Each social media group typically attracts certain group of people and 
firms should be active wherever their customers are present (Kaplan and Haenlein 
2010, 64-65.) According to Pöyry et al, (2013) businesses’ Facebook pages have 
developed as a frequently used marketing channel and their significance as a sales 
channel is expected to rise. Therefore, features about consumers’ principal motivations 
to visit these pages need to be associated to their effect on the host company’s 
business. 
Facebook is favored for business-to-consumer marketing and is today the most 
embracing social standard in terms of gender and age compared with the other 
platforms in social media. For companies, a major challenge can be found in building 
an individual connection with the consumer such as they have with friends on 
Facebook. On Facebook, the brand page must be a space where customers feel they 
are part of the community and can talk with the brand. A social context must exist 
outside the commercial focus. (Gamboa and Gonçalves 2014, 712.) 
Solomon and Tuten (2014) have categorized social media operations into four different 
zones. These zones include social community zone, social publishing zone, social 
commerce zone and a social entertainment zone. Figure 2 represents how different 
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types of platforms place under these zones. Since there are several social media 
networks available it is crucial to divide operations into multiple different platforms. 
 
 
Figure 2. Social media zones (Solomon and Tuten 2014, 4). 
As seen in Figure 2, the first zone, social community zone, includes social media 
networks that allow direct communication and socialization for the users. It includes 
different forums, social networking sites and message boards, such as Twitter, 
LinkedIn, Facebook and Google+. The second zone, social publishing zone, delivers 
different kinds of content of information for the users. Services such as YouTube, 
Picasa, Flickr and different blogs are included in social publishing zone. The third zone, 
social entertainment zone, includes platforms such as SecondLife and MySpace, 
hence emphasizing self produced music, entertainment, art and games. Lastly, there is 
the fourth zone, social commerce zone. This zone relates to the commercial side of 
social media including services such as Facebook, Groupon and TripAdvisor. 
3.2 Social media marketing funnel 
The second useful model to help companies understand and define their target 
audience in social media is the marketing funnel. The marketing funnel shows the 
categories customers fall into and describes how those categories are related to one 
another. So-called evangelists or advocates are a subset of company’s loyal repeat 
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customers, for example, and the repeat customers are a subset of more casual 
customers. The five marketing-funnel categories are introduced in Figure 3. The model 
groups customers according to how much they trust the company, do business with the 
company and recommend their products and services. 
 
 
Figure 3. The marketing funnel (Haydon 2014, 18). 
Figure 3 demonstrates the purpose of the marketing funnel, that is to help marketers 
develop specific marketing strategies for potential customers, new customers, repeat 
customers and fans. This way a company can run different campaigns for different 
customer categories. New customers could receive messages that include instructional 
videos about the product with emphasis on why it is needed. Existing customers could 
receive direct discount offers and other specials. 
In the marketing funnel, the marketplace is broken down into five behavior stages. The 
first is called awareness stage. The people in this stage are aware of the company’s 
product but have yet to consider purchasing it. Awareness is created on, for example, 
Facebook using targeted ads, engagement with the company’s Facebook page posts 
and content shared from the company’s website using Facebook Social Plugins. In 
consideration stage, the people are considering to the product but have yet to purchase 
it. This is the stage at which the potential customer needs proof, testimonials, 
guarantees, and anything else that will instill confidence to proceed to the next stage. 
In conversion stage the people have made the leap to purchase the company’s 
product. At this stage, they are at the highest risk of experiencing buyer’s remorse. In 
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addition to traditional customer service channels, for example, telephone and email, a 
company needs to actively monitor its Facebook Page timeline for questions and 
feedback. Loyalty stage is the stage where people have decided to purchase a product 
repeatedly. They have done so since the product is noted as of high quality and the 
customers trust the company. In last stage, the advocacy stage, the customers actively 
recommend the company’s products and services to others. Smart social media 
marketers treat these people like gold, giving them special offers, additional discounts, 
praise and recognition. 
3.3 Brand engagement by social media marketing 
Companies have tried several ways to sustain brand loyalty with their customers and 
one of the most recent ways is through social media marketing (Eren Erdoğmuş and 
Çiçek 2012, 1353). Hoffman and Fodor (2010, 45-46) state that brand engagement can 
be improved through social media marketing in numerous ways, and the outcomes can 
be remarkably positive. The same authors add that once customers are conscious and 
engaged, they are in a situation to correspond their thoughts to other clients. Content 
and faithful consumers communicate their positive thinking toward the brand and 
company itself or toward the social application created by the company. This can be a 
Facebook page or group, a Twitter presence, a blog or a YouTube video. Content 
customers communicate positive affection towards the brand to new, potential 
customers both online and offline. A threat is the possible unhappy and dissatisfied 
customers, whom may also share their negative thinking toward the brand. 
It has for long time been known among marketing managers that successful marketing 
communication strategies undoubtedly reflect the values articulated in organization’s 
mission statement and provide success of the organization’s performance objectives. 
The details of the marketing mix are carefully organized so the information spread to 
the marketplace through these elements consistently communicates a cohesive 
message that generally reflects the organization’s essential values to achieve these 
objectives.  (Mangold and Faulds 2009, 358.) 
Bruhn et al. (2012, 770-771) indicate that social media is increasingly replacing 
traditional media. The trend of consumers becoming fans of brands on social media 
platforms and using social media as an increasing source of information about brands 
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leads to the assumption that social media, in addition to traditional marketing 
communication instruments, exerts an important impact on a brand’s success.  
The third beneficial model to help companies understand and define their target 
audience in social media is the ladder of engagement. According to Haydon (2014, 19), 
the idea behind social media is that it is a relational channel, not transactional channel. 
Typically social media is not about buying products or getting the lowest possible price. 
The ladder of engagement shown in below (Figure 4) is one way to express how 
customers relate to brands they interact with on social media. The model was first 
introduced to understand the value of social media actions for non-profit organizations 
but it is as useful for profit making companies as well. 
 
Figure 4. Ladder of engagement (Haydon 2014, 20). 
The Figure 4 is useful for understanding which actions people are comfortable taking 
on social media based on their relationship with the company’s business. As 
companies use social media strategically to promote their business, more and more 
people will naturally move up the ladder and come to like and trust the company. 
(Haydon 2014, 20.) 
In social media, Facebook pages are a certain type of a brand community based on 
social network. They differ from usual online communities with distinctive features 
setting them apart. Even though they are designed for public organizations and 
companies, they are comparable to private user profiles. “Liking” the pages enables 
users to connect and interact with the brands and companies. Users can indicate their  
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wish for belonging to a community and receiving content posted to the page directly to 
their “newsfeed”, which is an unceasingly updating stream of messages generated in 
the user’s network. Thus, without separately going to the actual page, users can 
interact with the brand. ( Pöyry et al. 2013, 226.) As companies utilize social media 
platforms purposefully to endorse their business, an increasing amount of people will 
move up the ladder and come to create a relationship and trust with the company. 
(Haydon 2014, 20.) 
Even though interaction is taking place in high speed, every bit of communication is 
competing against numerous other messages, videos, updates, photos and comments. 
Hence, the amount of given thought to all communication decreases. Companies 
usually produce a great part of the page content by themselves. As a result, the pages 
have some similarity to blogs, or even traditional company websites. However, 
Facebook pages let also members to initiate interaction, thereby allowing members the 
chance to produce material on the page. Thus, Facebook pages can be identified as 
brand communities, since the members share a mutual interest, which is why they 
“liked” the page in the first place. (Pöyry et al. 2013, 226.) 
A brand becomes reliant on the demand and will of a consumer in social media. The 
interpretation of a brand derives from the consumers, e.g. shared creativity between a 
brand and consumers. Companies seeking to expand brand awareness must learn to 
communicate in such a way that a message would spread among consumers like a 
virus. Word-of-mouth communication or viral marketing when used together with other 
marketing communications means can increase brand equity. Therefore companies 
have to prepare for the communication with consumers in social media. (Zailskaite-
Jakse and Kuvykaite 2013, 143.) 
Social media has increased as a marketing channel, and Facebook is the largest social 
media company globally. Facebook contains both positive and negative information 
about companies. Therefore, it is important for companies to manage their Facebook 
page to best serve their own interests. (Hansson et al. 2013, 112.) 
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4 ANALYSIS OF THE CASE COMPANY 
In this chapter, the research approach of the thesis is explained. The aim of this thesis 
is to research how a Finnish SME company uses social media marketing as a brand 
building method. In order to get more detailed knowledge the research approach 
chosen is a qualitative methods. Belk (2017, 36) claims that despite of the growth of 
online experimentations and surveys, there is more need than ever for qualitative 
research. The case company is relatively young and inexperienced in the field of social 
media marketing so they do not have data about their marketing efforts yet. In the 
following a thorough analysis is conducted in order to seek comprehension on the 
study objectives 
4.1 Research design 
Qualitative methods are developed to be able to receive an in-depth understanding of a 
subject. The most common means for this are interviews and observation. (Jamshed 
2014, 87.) Gupta and Awasthy (2017, 196) add that a good qualitative research should 
have a clear purpose. The purpose of this qualitative research is reached by seeking 
understanding on how EasySoda Finland seeks to increase its brand equity through 
social media marketing and the means of channels EasySoda should include in their 
social media marketing plan. 
The primary data for this thesis is collected by executing an interview. The interview is 
semi-structured and in-depth with planned questions and open-ended answers. The 
interview method was chosen in order to get as much information possible out of the 
interview. The aim of the research was to provide resolutions to the research questions 
stated earlier in the thesis. 
The interview is made in Finnish since it is the native language of both the interviewer 
and the interviewee. Also, by using Finnish, the author was able to get detailed, 
thorough answers. The interview was executed face-to-face and the questions for the 
interview were sent before hand to the COO of the company. The interview is recorded 
in order to get the most accurate results possible. The total length of the interview is 
one hour and twenty minutes. This chapter presents the results of the in-depth open 
interview with the case company COO. 
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Dorsten and Hotchkiss (2013, 135) have impressed that there is some criticism 
towards qualitative studies. For example, qualitative studies can be difficult to verify 
and they are not objective, thus some qualitative studies are not reliable and valid. 
However, the author argues that in order to be fully able to answer the objective of this 
thesis a qualitative single case study is the most appropriate one for this exact thesis. 
The author has paid significant amount of attention in being trustworthy in creating 
unbiased and reliable choices. 
According to Aithal (2017), company analysis is a type of case study method among 
many types of case studies based research methods. Usually, a case analysis closes 
with the observation of a new performance patter, interpretation of issues in the form of 
new information, or development of new suggestions to improve the system or to solve 
the problems optimally. This thesis closes with suggestions for the case company 
EasySoda Finland Oy by answering to the research questions stated in the thesis. 
 A company analysis is considered to be the most powerful method to study new 
lessons required to identify, understand and solve the problems in the process of 
managing and leading the organizations. Analyzing business issues related to a 
company provides an opportunity to researchers to identify the kinds of situations, 
decisions, and dilemmas managers facing every day. In this thesis, the case company 
is analyzed utilizing the knowledge from literature review and implementing the gained 
information with a case company interview. Finally, the goal is to suggest new ways of 
social media marketing the company should utilize in order to strengthen the brand 
equity of the company. 
4.2 Re-branding process of EasySoda Finland Oy 
In the interview the COO stated that a project started on the summer of 2017 with the 
aim that the whole brand architecture of EasySoda will be built again from the scratch 
and that their renewed brand will be published on the first quarter of 2018. As of the 
time of the interview, the re-branding process was nearly done. One part of the re-
branding process of EasySoda is a change of name, design, logo and slogan. The 
name EasySoda stops being visible for the consumers and will be seen only as the 
company name. The new name of the brand will be announced in February 2018 and 
this represents the brand of the products and be visible for the consumers. 
27 
TURKU UNIVERSITY OF APPLIED SCIENCES THESIS | Lauri Pelamo 
The re-branding process that EasySoda is undergoing includes many steps. The first 
step for them was the definition of the target group and the definition of the brand’s 
main goal. When the product was first brought into the market, the goal was simply to 
sell the carbonating sodapop-caps to consumers. At the time, and partly still, it was 
competing in the highly competed market of soda drinks. The regular consumer made 
the selection at the store usually between highly recognized bottle of soda, for 
example, Coca-Cola, Fanta or Sprite and EasySoda. During the ongoing re-branding 
process this is aimed to be changed. The company looked for new point-of-views on 
where else could the product compete in. Hence, the definition of the target market is 
involved in the re-branding process. Also, the company is trying to move from red 
ocean market into blue ocean market by creating a new product category. The 
differences between these two types of markets are introduced in Table 1 below. 
Table 1. Red Ocean vs Blue Ocean (Khanlari 2016). 
Red Ocean Market Blue Ocean Market 
Focus on current customers Focus on noncustomers 
Compete in existing markets Create uncontested markets for 
new product 
Beat the competition Make the competition irrelevant 
Exploit existing demand Create and capture new demand 
 
The main differences of red ocean and blue ocean markets are demonstrated above in 
Table 1. The differences relate to the state of competition. A red ocean market is filled 
with competitors and when entering the market a company has to acquire customers 
from other already existing companies. Whereas blue ocean is a market place with no 
competition, but the customer base for the product has to be created. 
The company concluded that there is no point in entering solely into the soda drink 
market since it is as red ocean as a market can be. Also, it is highly based on the taste 
28 
TURKU UNIVERSITY OF APPLIED SCIENCES THESIS | Lauri Pelamo 
preferences of consumers and the company concluded there is no market space for 
them in the competition. 
As the company started mapping for other options of markets they realized that the 
company’s product actually can be a multi-purposeful innovation. EasySoda found out 
that they can add multiple things instead of soda. Vitamins, alcohol, caffeine, protein, 
medicine, water purifier, or almost anything can be put inside the product. The 
company saw that by creating new products they can enter to multiple new target 
markets. The complete name and brand change had to be done in order to enter these 
markets. The whole point-of-view of the product changed along with the company goals 
and at the same time the target market grew tremendously. The company realizes that 
the brand needs a large amount of awareness to enter these markets globally and that 
the customers need education on the means of using the products. Social media 
marketing is in this sense a smart way of market the product with instructional videos, 
pictures, blog posts and commercials. The company emphasizes the fact that they 
have created a product that no one else has and have no direct competition. 
The new visuals of the brand will be fresher and perky and the main stressing points of 
the brand are related to the fact the company is bringing a completely industry-
changing new innovation into the field of business since the invention of a plastic bottle. 
Also the ecological aspect plays a significant part since one pallet can include 30,000 
EasySoda caps versus 1,500 bottles. The carbon print of the company is significantly 
smaller since the transportation of the product is more effective compared to traditional 
bottles. Also the product itself is 100% recyclable. The fact that the product is actually 
fun to use compared to a traditional bottle adds the product value. All of these benefits 
should be brought to the customers’ intention in order for EasySoda to succeed 
globally. 
One of EasySoda’s main goals is to create a viral phenomenon around the brand in 
social media. The first step is to reach customers and explain to them what the product 
is and later on, bring more similar products to the market with an already existing 
customer base. Also, order of entry for new products is important. If the company 
entered markets with alcohol mixers, it would be extremely difficult to bring for example 
vitaminated waters into the market since the customers would associate the brand 
entirely with alcoholic beverages. The company is notifying the legal aspect of products 
in a way that the most regulated products, for example medicines, are brought into 
markets last. Also in highly regulated countries the legal aspects may take significant 
29 
TURKU UNIVERSITY OF APPLIED SCIENCES THESIS | Lauri Pelamo 
amount of time to address and bringing alcoholic beverages to the market may be 
more difficult than in less regulated countries. All of these characteristics should be 
taken into consideration in the re-branding process of EasySoda, to be able to obtain 
the results wanted. 
4.3 Brand equity building of EasySoda Finland Oy 
As stated in the introduction, the aim of this study is to answer the following research 
question: 
– How can EasySoda Finland Oy build a strong brand equity through solely social 
media marketing? 
The sub-objectives are:  
– Which social media marketing channels EasySoda Finland Oy should utilize in 
order to build greater brand equity?  
– Which actions should EasySoda Finland Oy take in social media to reach 
greater brand equity? 
As indicated in the beginning of the thesis the case company is analyzed through 
Aaker’s brand equity model. As mentioned, the model consists of brand loyalty, brand 
awareness, perceived quality and brand associations (among with other proprietary 
assets). As the company is planning on using solely social media marketing to achieve 
greater brand equity, the company’s brand equity analysis is mirrored into their social 
media marketing actions. 
Earlier in the thesis, in Figure 1, Aaker’s brand equity model is demonstrated. The 
model can be used as a framework when investigating the factors of brand equity 
building. As EasySoda’s brand equity building happens mostly on social media through 
marketing means, it is important to analyze the model by looking into EasySoda’s 
possible future actions in social media marketing. 
Brand loyalty can be increased through social media marketing in a way that it 
encourages customers to interact with the brand on social media. The company may 
wish to try to implement loyalty programs in order to increase brand loyalty among 
customers. As stated earlier, the challenge is to improve the brand’s loyalty profile: to 
increase the number of customers who are not price switchers, to strengthen the fence 
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sitters’ and committed’s ties to the brand, and to increase the number who would pay 
more to use the brand or service. The improvements of the brand’s loyalty profile can 
be done by running social media marketing campaign that encourage customers to 
interact with the brand. For EasySoda it is important to improve the brand loyalty since 
when brand loyalty reaches a certain level, it can lead to reduced marketing costs, 
trade leverage and attracting new customers.  
In building brand awareness, one of the major challenges for EasySoda is to increase 
the recognition of its name. Brand awareness building can be seen as a large 
marketing effort that requires capital and a substantial amount of work. EasySoda is 
planning on focusing all of its marketing into social media in order to reach out for the 
right customer segments and to avoid expensive marketing campaigns in traditional 
media. Also, using social media as a marketing tool the brand awareness is simple to 
track. Each time a person uses an application by the company, an increase of 
exposure to the company’s brand is gained and EasySoda acquires data of the amount 
of people that have interacted with the company. 
Brand equity is supported largely by the associations that consumers make with a 
brand. These associations might include product attributes, a celebrity spokesperson, 
or a particular symbol. Among these examples, a celebrity spokesperson is a huge 
target for EasySoda in creating brand associations. In Facebook, EasySoda has been 
endorsed by a Finnish celebrity Sampo Kaulanen through his company Jounin Kauppa 
that has over 584 000 followers. To some extent, this can be seen as celebrity 
endorser advertising. According to Chung-kue and McDonald (2002, 19) in this kind of 
practice it is very common that a product or a brand is associated with a celebrity 
endorser over a considerably long period of time. With campaigning with celebrity 
endorser EasySoda has a possibility to penetrate into already existing customer base 
and highlight their brand’s values. 
By combining all these brand equity building actions by social media marketing, 
EasySoda Finland Oy adds the brand’s value to customer by enhancing: 
– Interpretation of the product and the brand 
– Confidence in the purchase decision 
– Satisfaction of the products 
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Moreover, it adds the brand’s value to the company by enhancing: 
– Effectiveness of marketing programs 
– Brand loyalty 
– Prices and margins 
– Brand recognition 
– Competitive advantage 
These examples are of great importance to increase the brand equity building of 
EasySoda Finland Oy solely through social media marketing. In the following, nine 
goals of brand equity building through social media marketing are introduced and the 
potential benefits for EasySoda are analyzed. 
According to Yan (2011, 691-692) there are nine goals of social media marketing in 
branding. The objectives for brands in all social media strategies are obligated to serve 
the company both internally and externally. In order to build brand equity EasySoda 
Finland Oy should: 
• form a sense of involvement or citizenship with the company, 
• support the acceptance and communication of brand values, 
• support the customers to engage in dialogue and promote the brand. That 
dialogue can  
• help the organization find and maintain a competitive advantage, 
• inform the vision behind the brand and build differentiation for it, 
• act as a check on whether the brand is being properly communicated and 
understood by the audiences. The consequences are to 
• build positive brand associations, 
• build the perceived quality of the brand, and 
• build greater awareness of the brand to audiences that it has not yet reached. 
EasySoda plans to create a sense of involvement between the brand and customers by 
launching social media campaigns that encourage people to share content of them 
using the product in innovative ways. This is one way for the company to achieve 
dialogue leading to acceptance of brand values and communication. As more and more 
people are getting involved with the campaign, EasySoda gains promotion and 
recognition among customers. When done appropriately, the campaign will have a 
positive impact on brand associations, perceived quality and brand awareness. These 
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kind of social media campaigns usually have an exact starting and ending date. 
Therefore, EasySoda should clearly plan their social media strategies in order to fully 
maximize the effects of campaigns. 
According to Yan (2011, 690-691) there are no restraints to social media on brands. 
Neither Facebook, Instagram, Twitter nor any other social media platform can be 
modified afar from the default look, with user actions that have become knowingly 
recognizable with their large user bases. Although companies like EasySoda are able 
to insert certain limited visual branding on the sites, they still work within the limitations 
of these websites’ default appearance, limiting the effect that traditional, off-line 
branding efforts might have on users. The visual indication of the brand is significantly 
narrowed. Therefore, it is necessary for the brand of EasySoda to build a connection 
with users and fostering a sense of belonging through the engagement itself.  
The final part of this sub-chapter introduces other analysis models that are used in this 
study to determine viable methods for EasySoda Finland Oy to use. 
As demonstrated earlier in the thesis in Figure 2, Solomon and Tuten (2014, 4) have 
divided social media platforms into four different zones, the zones being: 
– Social community 
– Social publishing 
– Social commerce 
– Social entertainment 
As EasySoda’s product range needs to educate its customers in the usage of the 
product, social publishing zone is where EasySoda should publish, for example, 
instructional videos in order to demonstrate to the customers how the product is used. 
Instructional videos are also a way of building brand awareness and thus, brand equity. 
Social community platforms are more suitable for social media marketing. They allow 
companies to target their marketing actions towards customized target segments. 
Thus, EasySoda should be visible in at least two of Solomon and Tuten’s social media 
zones.  
The marketing funnel introduced in Figure 3 is another way of analyzing EasySoda 
Finland Oy’s possible actions in social media marketing in order to build greater brand 
equity. The marketing funnel highlights the fact that customers in different brand loyalty 
stages have different requirements for social media marketing. In order for EasySoda 
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to utilize their social media marketing to its fullest, it is important to take this into 
consideration when planning social media marketing campaigns to be able to address 
every customer’s needs by customizing and targeting the social media marketing. 
Similar to the marketing funnel is the ladder of engagement presented in Figure 4. The 
ladder of engagement figure demonstrates which steps potential customers are willing 
to take on social media. EasySoda Finland Oy should acknowledge this by starting with 
marketing campaigns that require as low amount of engagement with the company as 
possible and building up the engagement little by little. Eventually, when the company 
has built enough trust with the customer base they can begin running campaigns that 
require more engagement with the customers. 
4.4 Differences in social media marketing channels 
A survey executed by Mahaney et al. (2017) indicates the usage of social media 
platforms in different age groups. According to the survey, the usage of social media 
has continued to rise. Among the four popular U.S. social media networks Facebook 
has kept it’s position as the most favored platform. Despite it being the platform with 
most users, Facebook has lost users from the younger age groups. 
15-25 year olds consume 80% of bottled soda drinks and are therefore the first target 
group that EasySoda Finland Oy plans on reaching. As the study below by Mahaney et 
al. (2017) concludes, a great number of potential customers of this age group are 
leaving “traditional” social media platforms and moving on into new ones. EasySoda 
should research closely where do their potential customers spend time on and market 
there actively. 
When the first target group is reached the company plans to bring new products to the 
market under the same brand. The company has made research on the target groups 
buying behavior and what are the channels to reach them. The company has 
concluded that digital marketing is their first choice of marketing to research them, and 
more specifically, social media marketing. The company acknowledges that it is not 
enough to just reach the target group in social media, the goal is to create appealing 
content that the target group can and wants to share forward in social media. 
Although the survey concentrated only on the situation in the US, it can be used as a 
good pacesetter. Also, since EasySoda is planning on entering the global market, the 
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situation in America can be seen as the global norm. Below, the Figure 5 is 
demonstrating the percentage of users in the four most popular American social media 
platforms out of all social media users in the U.S. 
 
 
Figure 5. Social media platforms with most users in the US. (Mahaney et al. 2017, 1) 
As the Figure 5 demonstrates, Facebook has the majority of all social media users with 
its 91% share. Instagram and Twitter are competing for the 2nd place with 47% and 
42%. Finally, Snapchat is the least popular of the four with 31% of users out of all 
American social media users. As noted before, Facebook has lost some percentage of 
users from the younger age groups. The Figure 6 below demonstrates the popularity of 
Facebook among different age groups. 
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Figure 6. Facebook users across age groups in December 2017 (Mahaney et al. 2017, 
9) 
As the Figure 6 demonstrates, Facebook is the least used by users aged 13 to 18 with 
57% of users out of all social media users belonging to this age group. In December 
2016 the percentage was 72%, thus there is a clear drop of users among 13-18 year 
olds. Since June 2017, between the 19 and 25 year olds the descent has been 5%, 
from 94% to 89%. Between the older age groups there has not been a similar 
depreciation and Facebook has secured its position as the go-to platform on social 
media among +26 year olds. 
As revealed in Figure 5, Snapchat only has 31% of all U.S. social media users using 
the platform. Still, when looking into the age demograph of the users, it has become the 
most popular platform among the youngest age group. Below in Figure 7 the age 
demograph of Snapchat users is indicated. 
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Figure 7. Snapchat users across age groups in December 2017 (Mahaney et al. 2017, 
10) 
As the Figure 7 specifies, among 13 to 18 year olds 79% of social media users use 
Snapchat thus making it the most popular social media platform for the age group. The 
difference is remarkable when comparing the amount of Facebook users in the same 
age group. As Figure 6 stated, only 57% of the age group is using Facebook. Whereas 
the amount of Facebook users in the age group has decreased significantly between 
December 2016 and December 2017, in Snapchat it has increased from 74% to 79%. 
As mentioned earlier, the primary target group for EasySoda Finland Oy are the major 
consumers of bottled soda drinks, the 15-25 year olds. As seen in the subchapter, 
EasySoda can not rely on solely Facebook since other platforms such as Snapchat are 
increasing in popularity among the company’s primary target group. 
4.5 Suggestions for development 
The following sub-chapter includes the author’s suggestions for EasySoda Finland Oy’s 
social media marketing plan in order for the company to build greater brand equity. The 
suggestions are based on a thorough acquaintance on the literature of brand equity 
building and social media marketing and the in-depth interview with the COO of the 
company.  
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As EasySoda is bringing multiple products into the market, they also have to address 
multiple target groups. This highlights the importance of choosing the right social media 
marketing channels for each product and target group. As seen in Figures 6 and 7 the 
difference between users’ age demographics vary in different social media platforms. 
This is a factor that should be noted when planning social media marketing campaigns 
in order to reach the right target groups. As the above mentioned figures demonstrate, 
13-25 year olds are switching into newer networks, while 26-70 year olds are sticking 
with the ones that have existed longest. 
One type of effective social media marketing EasySoda should exploit is the usage of 
YouTube video bloggers, vloggers. They are video makers, whom share their videos in 
a video-sharing platform YouTube. In the Finnish market in social media marketing, the 
company should use YouTube video bloggers for the product to increase brand 
awareness among the target group of 15-25 year olds. In the interview the COO, 
Kimmo Rannisto, mentioned one specific vlogger as a possible option to start a viral 
phenomenon for EasySoda. With this the objective would be to encourage people to 
post videos and pictures of themselves with the product into social media. This would 
strengthen the company’s brand awareness and brand loyalty, factors that lead to 
stronger brand equity. 
In social media marketing the YouTube vloggers have large influence. They can impact 
the behavior and patterns of thinking of their followers. The most popular vloggers are 
seen as modern day celebrities and they have a strong influence on their followers and 
subscribers. Figure 8 below is demonstrating the most popular Finnish speaking 
YouTube video makers according to the number of subscribers. The amount of 
subscribers indicates the amount of people whom notice when a vlogger posts new 
content into the service. 
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Figure 8. Popularity of Finnish speaking YouTube accounts. (Website of suomitube 
2018). 
As the Figure 8 demonstrates, the most popular YouTube accounts have just under 
half a million subscribers. The interview gave some insight on the fact that the case 
company is highly interested in trying to endorse these popular video makers. This is 
an effective way to increase brand awareness. 
One good example of how social media marketing can be used to increase brand 
metrics is Bud Light’s case from 2016 (Millward Brown 2016). EasySoda should run a 
similar campaign in order to reach out to one of their major target groups, the 
millennials and increase the brand’s awareness among this target group. 
The company, Bud Light, renewed the visuals of their well-known beer brand by 
changing the logo and packaging and marketed it actively on social media platform 
Snapchat. The company’s objectives in the campaign were to increase awareness of 
the new modern look, align the brand with a large event closely followed by millennials 
and reach a large and engaged audience of age 21 and older. Bud Light marketed in 
Snapchat’s Live Story application and reached over 200 million followers. The 
company also ran Snap Ads in several contextually relevant Discover channels to 
extend their reach and cement their message. Bud Light’s Snap Ads campaign 
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gathered over nine million views and significantly increased brand awareness (for 12 
%), ad recall (for 15%) and purchase intent, particularly among fans of competitors’ 
beers (for 14%). (Millward Brown 2016.) 
As Hutter et al. (2013, 342) state, the social media uprising has changed the way of 
communication and has notably impacted marketing communication. The growing 
significance of applications such as Facebook, YouTube and others have an increasing 
influence in consumers’ lives and on their ways of communication. An increasing share 
of communication occurs within these new social network surroundings with consumers 
using more and more time in the social media scene. Therefore, brand related 
interactions and exposure to marketing campaigns increasingly take place within social 
media, in respect to marketing communication. EasySoda plans to concentrate on 
utilizing social media marketing in order to achieve success in interacting and 
communicating with customers. 
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5 CONCLUSIONS 
The aim of this thesis is to describe how brand equity can be built by using solely social 
media marketing as a brand equity building tool. The most effective usage of social 
media in brand equity building has proven to be a complex entity with multiple factors 
comprising the field of marketing. An interview case study was executed with the COO 
of EasySoda Finland Oy in order to answer the research question that is: 
– How can EasySoda Finland Oy build a strong brand equity through solely social 
media marketing? 
The sub-objectives of the thesis are:  
– Which social media marketing channels EasySoda Finland Oy should utilize in 
order to build greater brand equity?  
– Which actions should EasySoda Finland Oy take in social media to reach 
greater brand equity? 
Thus, the thesis provides an overview on the social media marketing channels and 
what actions EasySoda Finland Oy should take in order to grow their brand equity. The 
literature review indicates the several viewpoints and aspects regarding the process of 
building greater brand equity, such as the five notions of brand equity, and embracing 
the usage of social media, such as the various channels of activities and zones of 
social media marketing. Subsequently, it became evident that when executing a brand 
building process, companies have to create a solid social media marketing plan.  
This thesis concludes that there are multiple different platforms that EasySoda Finland 
Oy can use when marketing in social media. However, it is of great importance to 
select the correct channels for each intended use. Reflecting on the age division of 
different marketing channels, it would be wise for EasySoda Finland Oy to highlight the 
importance of new platforms, like Snapchat, in order to concentrate on their main target 
age group. Nevertheless, one cannot simply concentrate solely on one channel, since 
not all of the potential customers can be reached by doing so. By choosing the right 
channels, EasySoda can effectively increase brand awareness by global customers.  
By increasing brand awareness among the customers, EasySoda Finland Oy begins 
immediately also gaining greater brand equity. In order to maximize the growth of the 
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equity of the brand, customers have to be activated and encouraged to participate in 
the action with the company. This way a company can create a bond with the 
customers and brand equity grows significantly when customers see the company 
more relatable. The relatability of the brand increases, if the social media marketing 
strategy is targeted through the right channel to the right receiver. This thesis 
concludes that as the importance of social networks rises, the content of the marketing 
has to be fully analyzed.  
Reflecting on the discussion of the suitable strategy of building brand equity through 
social media, the conclusion is to be agile and able to respond to the rapid changes in 
social media marketing and the view’s of customers. However, this thesis cannot be 
used as a generalization for all SME firms building their brand equity through social 
media, since the art of social media marketing may vary depending on the scope and 
purpose of the company. Further recent research is required, since the field of this 
business changes in a rapid pace. There are limitations in the amount of research of 
other countries, besides United States, social media usage. Since EasySoda Finland is 
aiming for the global markets, more thorough data on social media usage across the 
world would be useful. Thus, this provides an opportunity for further researching the 
topic of social media marketing.  
The process of writing this thesis was overall successful and it taught the author many 
useful skills for future tasks and challenges. The procedure of seeking valid research, 
such as scholarly journals and other relevant information, went well and based on the 
quite large amount of references, the validity of this thesis is adequate. The author 
recognizes that in order to analyze such topic, the amount and quality of primary data, 
has a significant role. Thus, some quantitative data could have increased the depth of 
the analysis part of the thesis. The author has gained a significant amount of 
knowledge on this topic, which will most likely benefit the author in the future work life, 
since the author is looking to build a career around the topic of brand equity building 
and social media marketing. Also, the technicalities of conducting a research and the 
various research methods are now familiar to the author.  
The case company Easy Soda Finland Oy will with great likelihood look into these 
different platforms presented in this thesis and the benefits provided by each of them. 
The company will benefit from this thesis, since they do need a clear and descriptive 
plan for building the brand equity of the newly launched brand and social media 
marketing is a viable and efficient tool to conduct this.   
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In conclusion, social media marketing and the brand equity building through it provides 
an intricate entity for companies to consider. Nowadays, technology and digitalization 
play a key role in the businesses and it is the challenge as well as responsibility of the 
company to address this. A major challenge for companies, and also EasySoda 
Finland Oy, is to respond to the changes in the market as well as in the minds and 
habits of consumers. Nevertheless, social media marketing provides an effective tool to 
increase brand equity and the possibility provided should be utilized to its fullest.  
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Appendix 1. Interview base 
1. SWOT/ Brändin vahvuudet, heikkoudet, mahdollisuudet, uhat? 
 
 
 
2. Millainen on EasySodan brändi-identiteetti/brändikuva tällä hetkellä? 
 - Ydin – Slogan tms. - Arvot – Jotain minkä koko organisaatio jakaa, ajatusmaailma, ohjaa toimintaa - Hyödyt – Emotionaaliset/Konkreettiset - Persoona – Jos brändi olisi ihminen, millainen henkilö se olisi? - Kohderyhmä – Kenelle? - Peruslupaus – ”Coca-Cola quenches the thirst” 
 
 
 
3. Millainen olisi haluttu brändikuva? 
 -Mitä halutaan, että tulee asiakkaan mieleen? 
 
 
 
4. Entä bränditunnettuus? Miten suurelle osalle suomalaisista brändi on tuttu? 
Miten tunnettuvuus muissa maissa? 
 
 
 
5. Onko yrityksellä brändisuunnitelma/strategia? 
-Millainen? 
-Lyhyt/pitkäaikainen? 
 
 
 
Appendix 1 
TURKU UNIVERSITY OF APPLIED SCIENCES THESIS | Lauri Pelamo 
6. Millainen käsitys itse yrityksellä tällä hetkellä on EasySodasta brändinä? 
-Tyytyväisyys 
-Onko parannettavaa 
-Miten parannetaan? 
 
 
 
7. Millä somealustoilla brändi toimii? 
 
 
 
8. Miten usein/millaista EasySoda julkaisee materiaalia sosiaalisessa mediassa? 
Entä perinteisissä medioissa? 
-Käytetäänkö perinteistä mediaa ollenkaan? 
-Kuvia, videoita, tietoa tuotteesta, uutuudet, arvonnat 
 
9. Miten ns. Kaksisuuntainen kommunikointi on otettu huomioon EasySodan 
sometoiminnassa? Viestitäänkö asiakkaille henkilökohtaisesti sosiaalisessa 
mediassa? 
-Asiakaspalvelu? 
-Palaute? 
-Neuvominen? 
 
 
 
10. Yrityksen näkökulma yhteyteen sosiaalisen median sisällön ja brändin arvon 
kanssa? 
-Missä arvossa sosiaalista mediaa pidetään?
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